Abstract. The present study investigates how the interaction of materialism and money attitude affects individuals choice of car price range in recent purchases (i.e., within the past six months). Car purchase behavior in terms of car price range has also been tested for different income groups, age groups and gender in National Capital Region (India
Introduction
India is experiencing a sweeping transformation compelled by macroeconomic changes and reconstruction of society (Rao et al., 2013) . Money and material things are gradually taking up vanguard position in individual's life, particularly among urban population. The pleasure seeking and self-gratification standards of the West have started flourishing in India (Cleveland et al., 2009; Suchday, 2015) . This has led to increase in consumption of luxurious and consumer durable goods (Mishra et. al. 2014) . The car is a consumer durable product that serves the purpose of transportation and at the same time it is a symbol of prestige in a developing country like India. Purchasing and owning a car has become indispensable in metropolitans not only due to the lack of availability of public transport, but also because people are becoming accustomed to more comfortable living. The car is a mean of transportation, classified as luxury durable goods (Kaushal, 2014; Shende, 2014) . Recently, the increasing population and disposable income of Indian population has been rising impetuously along with the national demand for cars. It makes it essential to understand how the materialistic values adopted from the West and money related attitudes of people in the National Capital Region of India, work together to influence the demand for cars.
There are few studies that underline the interconnection or association of money attitude and materialism in Indian context (e.g., Mishra et al., 2014; Khare, 2014) . This study fills the gap by analyzing the interconnection of these two variables of consumer behavior and its influence on choosing the price range of cars. This study underlines the blend between consumer behavior reflected from one's level of materialism and money psychology as reflected by one's attitude towards money (Liao and Wang, 2008) . The aim of the present research is to understand the behavioral changes related to money and material of the population residing in National Capital Region and how these behaviors have an effect on the car purchase attitude.
In the present study, we have attempted to build up a theoretical framework of materialism and money attitude based on the modified versions of their existing standardized scales. The materialism scale (with sub-dimensions material significance, material individuality and material satisfaction) along with the money attitude scale (with sub-dimensions power-prestige, retention time, distrust, quality and anxiety) has been used to measure materialism and money attitude. The demographic information on age, gender, and income was also gathered for testing association and analyses. The context of car purchase behavior has been incorporated through judgment sampling # . The data has been collected through self-administered questionnaire from individuals who have purchased cars during the last six months and the information regarding car price range has been extracted from the questionnaire.
Theoretical Assessment
Materialism refers to the importance of worldly possessions in one's life (Belk, 1984; Richins and Dawson, 1992) . Materialism is an important concept that has been studied in consumer behavior extensively; mainly, in terms of personality trait and value. As a personality trait, materialism reflects possessiveness, non-generosity, and envy (Belk, 1984; Ger and Belk, 1996) and as a value, materialism demonstrates success, acquisition centrality, and happiness (Richins, 2004) . Materialism is absolute when it gives direct satisfaction to the one who is under the influence of materialistic tendencies, purchasing or consuming the material product (Hsee et al., 2009) . Materialistic people use their possessions to reflect their identity (Manchiraju, 2013; Wong et al., 2011) . They brag about their possessions in an attempt to build up eminence in society (Dittmar and Drury, 2000; Dittmar and Pepper, 1994; James, 1890) . Thus, materialistic persons purchase expensive goods to improve their self-
# Sampling method is non-random, based on following criterion for sample selection: Individuals who have purchased new car, for personal use, within last six months.
image (Richins, 2004; Troisi, 2006; Watson, 2003) . Therefore, materialistic people become prey of their temptations to buy and possess expensive products like cars, watches, mobiles, laptops and lifestyle products (Lemrová et al., 2014; Tang and Sutarso, 2013) .
Money facilitates purchase as it works as an important mean of exchange (Smith, 1776 (Smith, /1937 . Money has different meaning for different people around the world (Tang, 1992; Manchanda, 2012) . The fulfillment that one gets from money is relative as people use it as a gauge to evaluate their position relative to others in the society (Hsee et al., 2009 ). More money is an sign of achievement and success (Tang, 1992) . By extension, it is logical to articulate that an individual's level of materialism determines one's desire to be influent and have plentiful money. People perceive money as a source of motivation and as a symbol of accomplishment (Bandura, et al. 2011) .Money is a representation of authority and source of influence, which cultivates materialistic tendencies (Lemrová et al., 2014; Manchanda, 2012) . Money acts as an avenue to execute a materialistic conduct (Hsee et al., 2009; Richins, 2004; Troisi et al., 2006; Watson, 2003) . Thus it can be said that people with high level of materialism have a passionate desire for money (Christopher et al., 2004; Durvasula and Lysonski, 2010; Tang et al., 2014) Gender differences have been noted in the context of materialism (Goldsmith and Clark, 2011; Ryan & Dziurawiec, 2001 ) and money attitude (Lim and Teo, 1997; Mitchell and Mickel, 1999; Roberts, 1999; Tang and Sutarso, 2013) . Age also affects the money and material satisfaction . Male psychology is highly driven towards making an impression while females are concerned to demonstrate their emotional character though their possessions (Dittmar et al., 1995; Lemrová et al., 2014) . Materialism does impact individual purchase behaviors in developing economies like India where multiple cultures co-exist (Cleveland et. al., 2009 ). People who display high level of materialism are preoccupied to spend money on goods and services (e.g., designer clothes, etc. (Lertwannawit and Mandhachitara 2012; Workman and Lee, 2011) .
In this study, we investigate, unambiguously, the relationship between materialism, people's attitude towards money and their sub-dimensions. This would make a vital contribution in the consumer research domain. Materialism has been measured through three sub-dimensions namely Material Significance (measures importance of material goods in one's life) Material Individuality (measures how people use material goods to establish their identity) and Material Satisfaction (measures the satisfaction one gets from material goods). Similarly, Money Attitude has been measured through five sub-dimensions namely: Power-prestige (using money to show off supremacy and as a status symbol), Retention time (saving money for future), Distrust (not believing oneself or others in money related matters), Quality (paying more money to get better quality) and Anxiety (money as a source of nervousness and having apprehensions while dealing with matters related to money).
Car purchase is an important decision as it involves huge amount of money in terms of the price paid for its purchase. It is an expensive choice that one has to exercise. This study makes an assertion that such assessments get affected by the materialistic values and money attitude of an individual (Bloch and Richins, 1983; Richins et al., 1992; Westbrook, 1987) . In our study we have used the car as a portend of different materialistic intentions and people's outlook on money (Fischer, 2014) as in developing countries like India the possession of a car is a symbol of high status (Belk and Pollay, 1985; Córdova, 2009; Celik and Hotchkiss, 2000; Edensor, 2004; Webster and Bly, 1981) and the price range of the car that one purchased would reflect the materialistic bent. People believe that their possessions reflect who they are (Dittmar and Drury, 2000; Dittmar and Pepper, 1994) . The money spent by materialistic people is not relative but absolute as they spend a specific amount to possess a product (Hsee et al., 2009 ). In the current study, the information focused on the purchased car price range. The hypotheses were built up on the basis of literature review. The gaps in the existing literature represented the foundation of the present study.
Hypothesis development
Materialism and money go hand in hand. Materialism is affected by ones attitude towards money (Durvasula and Lysonski, 2010; Rosen, 2004) . Money facilitates the fulfillment of one's materialistic pursuits to possess material goods. Materialism and different money related behaviors have been associated in literature (Tartzel, 2002; Richins and Rudmin, 1994; Watson, 1998) . The attitude towards money differs with the level of materialism of an individual (Richins and Dawson, 1992) . Materialistic tendencies were found to be significantly shaped by sub-dimensions of money attitude such as power-prestige and anxiety but at the same time remain unaltered by the distrust sub-dimension of money attitudes (Durvasula and Lysonski, 2010) . We expect that materialism and sub-dimensions of money attitude would be associated with Indian car consumers. Literature has shown that people who are more materialistic tend to use money as a tool to reflect their supremacy (Bhardwaj and Bhattacharjee, 2010) Thus we put our first hypothesis:
Hypothesis 1a: Power-prestige sub-dimension of money attitude would be positively related to materialism.
Retention time shows tendency to save for future endeavors and spending less now. The person that displays such attitude towards money tends to be less materialistic as he would not spend to buy material goods (Christopher et al., 2004) .
Hypothesis 1b: Retention time sub-dimension of money attitude would be insignificantly related with materialism.
Distrust subdimension of money attitude reflects the inability of an individual to take financial decisions. They lack conviction of dealing with money. Such individuals tend to spend less on material goods (Durvasila, 2010 ). Such behavior is tested on the Indian sample.
Hypothesis 1c: Distrust time sub-dimension of money attitude would be insignificantly related with materialism.
Quality subdimension of money attitude measured the people tendency to shell more money to get quality product. Individuals cannot compromise on quality of the product they buy thus they are willing to pay more to get high quality product. Such money attitude makes one more materialistic. For them, money works as a conduit to get material goods.
Hypothesis 1d: Quality sub-dimension of money attitude would be positively related to materialism.
Anxiety sub dimension reflects the nervous attribute of a person when dealing with money. Nervousness makes persons more addictive and this would be positively related to materialism (Roberts and Jones, 2001) .
Hypothesis 1e: Anxiety time sub-dimension of money attitude would be positively related to materialism.
Materialism as a value ought not to change as one grows older. Literature has empirical evidences revealing that the level of materialism remains the same across different age groups (Achenreiner, 1997; Chan and Prendergast, 2007; Ward and Wackman, 1971) . Studies also showed that age difference in materialism cease to exist if self-esteem is high (Chaplin and John, 2007) . Money attitude is affected by one's materialistic intensity (Richins and Dawson, 1992) . Thus, on the basis of the existing literature we develop our hypothesis to study the impact of age groups on materialism.
Hypothesis 2a: There is no significant difference in materialism among people from different age groups.
Culture also has its impact on money attitude (Masuo and Reddy, 1998; Tang, 1999) but at the same time there was no effect of age difference found in people from different money profiles. Thus, on the basis of the existing literature we develop our hypothesis to study the impact of age groups on money attitude.
Hypothesis 2b: There is no significant difference in money attitude among people from different age groups.
Income provides avenue to purchase goods and services but literature has established that level of materialism is not influenced by level of income. Individuals may purchase material goods irrespective of their income level due to social binding or sometimes unavoidable circumstances (Wachtel and Blatt, 1990) . On the strength of literature we develop our hypothesis to study the effect of income on materialism.
Hypothesis 3a: There is no significant difference in materialism among people from different income groups. Income increases the likelihood for spending more but does not always affect one's attitude towards money (Masuo and Reddy, 1998; Wachtel and Blatt, 1990) . On the aspect pointed out in literature we develop our hypothesis to study the effect of income on money attitude.
Hypothesis 3b: There is no significant difference in money attitude among people from different income groups.
Materialistic tendencies are also found to be effected by gender (Belk, 1984; Manchanda, 2013; Ryan and Dziurawiec, 2001 ) and studies have found that males are more materialistic than females (Achenreiner, 1997; Campbell and Calvert, 1997; Churchill and Moschis, 1979; Handa and Khare, 2013; Moore and Moschis, 1981) and some have found females to be more materialistic (Achenreiner, 1997; Workman and Lee, 2011) .Males are found to be materialistic for goods that show status but females are found to be more materialistic when it comes to fashion. Similarly when it comes to money, males are more infatuated with money and females have more retentive attitude (Furnham, 1984; Manchanda, 2014; Mitchell and Mickel, 1999) . Males are more quality conscious and tend to have distrust in money matters while females showed more anxious behavior in money matters (Chi and Banerjee, 2013, Sabri et al. 2006) . Females are more risk averse and believe in saving for future and at the same time males tend to have authoritative view of money (Rubenstein, 1980; Shah, 2004) . The current study revolves around car users, thus, we formulate our next hypothesis in order to study the effect of gender on materialism and money attitude. Price of a product is an important factor that is influenced by materialistic tendencies of an individual (Lichtenstein et al., 1993) . Materialistic people tend to buy high priced products and at times tend to spend beyond the limit of their income (Lichtenstein et al., 1988 (Lichtenstein et al., , 1993 McGowan and Sternquist, 1998; Tatzel, 2003) . Materialistic people also are susceptible to indulge in conspicuous consumption (Podoshen, et al., 2014; Podoshen and Andrzejewski, 2012; Wong, 1997 ). Person's attitude towards money also affects the choice of price range of the car one purchases (Belk, 1995; Mamorstein et al., 1992; Mano and Elliott, 1997) .
Since materialistic people try to express their identity through their possessions, materialistic people buy expensive cars to show their prominence Birdwell, 1968; Doob and Gross, 1968; Grubb and Hupp, 1968; Mayer and Belk, 1982) . People like to spend money on luxury and expensive products (Yang, 2012) .Thus in current study we have formulated our next hypothesis to study the impact of materialism and money attitude on choice of car price range. This forms the foundation of our next hypotheses.
Hypothesis 5a: Materialism level positively affects the price range of the cars that has been purchased by individuals. Hypothesis 5b: Money attitude positively affects the price range of the cars that has been purchased by individuals.

Research methodology
The study is quantitative in nature. The objective of this research is achieved through primary data analysis by testing the hypothesis formulated on the strengths of literature. Self-administered survey questionnaires were given(Offline), which consisted of modified versions of standardized scales for the focal constructs (e.g., materialism). The respondents were asked to answer on six-point Likert-type scale, 1 representing "strongly disagree" and 6 representing "strongly agree".
Materialism is measured using a modified version of combination of two existing materialism scales i.e. materialism scale of Richins and Dawson (1992) and materialism scale of Trinh and Phua (2012) . The original Richins and Dawson's materialism has 18 statements under three sub-dimensions (success, acquisition centrality, happiness). The original scale of Trinh and Phau (2012) has 16 statements under four sub-dimensions (material success, material happiness, material essentiality and material distinctiveness). Out of total 34 statements, the combined version of scale had 22 statements, which were chosen on the basis of experts' opinions. Statements capturing similar essence or making similar sense were dropped after discussion with the experts.
Money attitude was measured by using a modified version of original Money Attitude Scale (MAS) developed by Yamauchi and Templer (1982) . The original version of MAS had 34 statements under five sub-dimensions (power-prestige, retention-time, distrust, quality and anxiety). A questionnaire was designed for data collection to do the pilot testing. The first part of questionnaire had combined scales of materialism, second part was money attitude scale and third part had questions capturing the general and demographic information. Questionnaire Survey was conducted and data from 24 individuals, representing the population, were collected. The existing scales were pilot tested to check the internal validity and reliability.
The Cronbach's alpha for materialism scale was 0.884 and for money attitude scale was 0.906. The value of KMO for materialism scales was 0.881 and for money attitude scale was 0.846. Bartlett's Test of Sphericity gave statistically significant results (p-value< 0.000) for both materialism and money attitude scale. Table 1 gives the details of reliability statistics (pilot study). Factor analysis was conducted to adapt the existing scale to best suit the context of the present study. The Varimax rotation in factor analysis of materialism scale gave three factors that accounted for 61.439% of variability in the original variables and that money attitude scale gave five factors that accounted for 64.453% of variability in the original variables. Source: Authors' own research.
The modified Materialism Scale used in the current study had fifteen statements under three sub-dimensions and the modified version of Money Attitude Scale used in current study had 25 statements under 5 sub-dimensions. Appendix-I gives the details of scales used in final study.
The final questionnaire was divided into three parts. First part included fifteen statements to capture and measure materialism under three sub-dimensions material significance, material individuality and material satisfaction; second part was twenty five statements pertaining to different money attitudes listed under five subdimensions i.e. power-prestige, retention-time, distrust, quality and anxiety and the third part had demographic questions asking respondents' age, income level and gender and question pertaining to the price range of a car that they have purchased within last six months.
The judgment sampling technique was used for the study data collection. The criterion for judgment sampling was followed and the data was collected from individuals who had some source of income and had purchased a new car within last six months for personal use. Three hundred and fifty (350) questionnaires were distributed among individuals residing in Gurgaon and Noida, out of which 171 questionnaires were returned. Thus, the response rate was 49 percent. Seven respondents did not complete the questionnaire entirely and their responses were discarded. Finally data from 164 questionnaires was used for statistical analyses.
Findings and discussion
Participants
Data collected from 164 completely filled questionnaires was considered to examine the relationships between materialism and money attitude and effects of various demographics on the variables under study, to test the hypotheses of the study. The data were coded, reversed and validated to facilitate analysis. 56 percent of respondents were males and 44 percent were females. Out of all, 47 percent were below 25 years of age, 19 percent were above 25 to 30 years of age, 12 percent are above 30 to 35 years of age, 12 percent are above 35 to 40 years of age and 10 percent are above 40 years of age. The proportion of young respondents falling in the age group up-to 25 years is higher than other age groups. In terms of income level, 33 percent of respondents earn up-to 4 Lakhs* per annum, 22 percent earn between 4 to 7 Lakhs, 16 percent earn between 7 to 10 Lakhs per annum, 18 percent earn 10 to 15 Lakhs per annum and 12 percent earn above 15 Lakhs per annum. Since most of the respondents were young, the income group representation is also in the initial brackets. In terms of price range of cars, 43 percent respondents owned cars of price range Rs 5Lakhs or below, 22 percent respondents had car ranging between Rs5 to 7 Lakhs, 17 percent respondents owned car ranging between Rs7 to 10 Lakhs and 18 percent respondents had car ranging above Rs 10 Lakhs. 65 percent of the respondents were falling in the first two groups of car price range. The demographic data is described in Table 2 . Source: Authors' own research.
Reliability
The Cronbach alpha was calculated to test the reliability of modified scales. Cronbach's alpha gives the value that determines if the scales are reliable or not. The Cronbach alphas of all the sub-dimensions and scales are above 0.70 (i.e. the scales and sub-scales are reliable; Nunnally, 1978) . The modified versions of scale were able to sustain the current sample pool. The purpose of modification was fulfilled without compromising the reliability of the instruments employed. 
Test of Hypotheses
To test the hypotheses and to achieve the objectives of the study, various statistical tools were used. Our first hypothesis relates materialism with money attitude and its sub-dimensions. It examines and tests if there is a significance correlation between materialism and money attitude of individuals who have purchased cars within last six months. Correlation analysis was conducted to test the relationship between materialism and sub-dimensions of money attitude. It was found that overall materialism and money attitude were statistically significantly correlated (r = 0.464, p-value= 0.000). The positive significant correlation among them is held up from the facts that materialistic tendencies could be sustained by money (Gasiorowska, 2014; Masuo, et al., 1998; Troisi et. al., 2006) . Thus our hypothesis 1a which was testing if money attitude would be statistically significantly related to materialism is not rejected.
Power-prestige money attitude was predicted to be positively related to materialistic values as the use of money to influence others and the use of material goods to impress others were expected to go concurrently. Power-prestige subdimension of money attitude was found to be statistically significantly correlated with materialism (r = 0.527, p-value= 0.000). This shows that people tend to splurge their spending for power by indulging in materialistic disbursements (Durvasila, 2010; Khare 2014) . Hypothesis 1b which tests if the power-prestige sub-dimension of money attitude would be significantly related with materialism is not rejected.
People who believe in saving for future would not spend money today to buy material goods. They would prefer to keep their money in banks and deposits. This convention of an individual was measured though retention time sub-dimension of money attitude which was found to be statistically insignificantly correlated with materialism (r = 0.107, p-value> 0.05). Retention time encapsulated the tendency of people to plan their finances for future which means spending less today. More retention time means less materialism (Khare, 2015; Mishra, 2014) . Thus the hypothesis 1c which measures if the retention time sub-dimension of money attitude would be insignificantly related with materialism is not rejected.
Some people have the tendency to be suspicious of their own decisions when it comes to money. They have misgivings about their own financial evaluation. Distrust sub-dimension which measures such behaviors was found to be statistically insignificantly correlated with materialism (r = 0.026, p-value> 0.05). The distrust dimension quantifies the tendency of being hesitant and cautious while dealing with money, goes unenthusiastically with being materialistic (Kyrios, 2011; Bonsu, 2008; Markova, et. al., 2008) . If an individual has reservation with respect to financial decisions, he is less likely to be materialistic (Durvasula, 2010; Ng et. al., 2011) . Hypothesis 1d tests that distrust time sub-dimension of money attitude would be insignificantly related with materialism is not rejected.
Perception of some people that by shelling out more money they would be able to procure a quality product sometimes falls out as a misconception. Such people are generally found to be interested in material possessions. This relationship of quality and materialism was tested and the quality sub-dimension of money attitude was found to be statistically significantly correlated with materialism (r = 0.571, p-value= 0.000). People who buy things for eminence and class are more likely to give attention to quality of a product (Bonsu, 2008; Engelberg et al., 2006) . Hypothesis 1e which investigates if the quality sub-dimension of money attitude would be significantly related with materialism is not rejected.
Some people are apprehensive about money matters. Their nervousness prevents them to involve with material goods. To test this anxiety money attitude was analyzed for its correlation with materialism and they were found to be statistically significantly correlated (r=0.219, p-value= 0.005). Hypothesis 1f which examined that anxiety time sub-dimension of money attitude would be significantly related with materialism is also not rejected. If a person is not comfortable spending money he cannot be materialistic because materialistic quests are stimulated through money spending (Dowling et al., 2009; Durvasula, 2010; Ng et al., 2011) .
Bivariate correlation was also conducted to test the relationship among subdimensions of study variables. The results show that material individuality dimension is significantly correlated to power-prestige (r=0.495; p-value = 0.000). Unique material products are often used to show prominence and achievement (Lynn et. al., 1997; Zhang et al., 2014) . People often buy expensive and luxury cars to show their individuality and make themselves feel different (Seibold, 2010) . Material individuality is also highly correlated with quality sub-dimension as an individual seeking uniqueness would take in quality of the product as one of the important characteristic (r=0.541; p-value = 0.000) Watson, 2008) . The anxiety sub-dimension is also positively correlated to material individuality (r=0.221; p-value = 0.004) sub-dimension of money attitude (Troisi, 2006) . Material satisfaction subdimension of materialism was found to be significantly correlated to power-prestige (r=0.214; p-value = 0.006). People who use money and material goods to show off remain less satisfied (Belk 1984; Tatzel, 2003) . Using money to buy quality products also goes positively with material satisfaction(r=0.229; p-value = 0.003) subdimension of money attitude (Haemoon, 2000) . Materialism is significantly correlated to power-prestige (r=0.527; p-value = 0.000) as materialism is a sign of the desire to gather material goods to show influence and status (Khare, 2015; Kim, 2014 ). The quality sub-dimension of money attitude is also highly correlated to materialism(r=0.571; p-value = 0.000) and also anxiety (r=0.219; p-value = 0.005) sub-dimension of money attitude was having statistically significant correlation with materialism. Table 3 gives the details of mean, standard deviation and correlation coefficients among materialism, money attitude and their sub-dimensions. Analysis of variance (ANOVA) was conducted to test materialism level and money attitude with regard to car price range, income level, age group and gender. The analysis was carried out to confirm the effect of age, income level, car price range and gender on the car purchase behavior in order to test our first four hypotheses. The hypothesis 2a & 2b state that there is no significant difference across various age groups in materialism and money attitude of people tested through ANOVA and no significant difference was found between different age groups with respect to overall materialism level (F=1.77, p-value> 0.05) and money attitude (F=1.67, p-value> 0.05)though from post-hoc test it was revealed that significant difference existed between age groups 30 to 35 years and 35 to 40 years in material significances subdimension of materialism (p-value< 0.05 level). This finding about the difference in materialism across different age groups is also supported by the existing literature (Chan and Prendergast, 2007; Ryan et al., 2001; Schaefer et al., 2004; Ward and Wackman, 1971) . The level of materialism increases from early age to young age but after that it decreases as age increases (Chaplin et al., 2007; Belk, 1985; Roberts et al., 2007) . Such trend is visible partially through increasing and decreasing mean value across different age groups in current research.
Regarding money attitude, it was only retention time dimensions in which respondents who were 40 years and above showed significant difference from other age groups. For all the other age groups there was no statistically significant difference found in money attitude. Our findings suggest that age is not a significant factor that can affect the level of materialism and money attitude of individuals. Thus from the above analysis we can state that hypothesis 2a and 2b have not been rejected. There was no statistically significant difference found in materialism level and money attitude of individuals from different age groups.
The hypotheses 3a and 3b which examine that there is no significance difference in materialism and money attitude of individuals from different income group was also tested. The mean value of materialism is increasing with level of income but at the same time by analyzing materialism level of people with respect to income level it was found that materialism is not affected by income level (Ahuvia and Wong, 1995; Kilbourne and La Forge, 2010) . There was no statistically significant difference in level of materialism across different income levels (F=1.603, p-value> 0.05). Also for overall money attitude, there was no statistically significant difference found across different income levels (F=2.397, p-value> 0.05) which shows that it is not the income that affect ones money attitude (Roberts, 1999) . Only power-prestige, the sub-dimension of money attitude scale, was found to differ significantly statistically across different income levels. People from different income groups use money to show their power-prestige in different ways as high income level shows achievement and success (Tang, 1992) . The mean value for quality sub-dimension is also increasing with increase in level of income which reflects that people tend to focus on quality as their level of income increases. Thus from the above analysis we can say that both hypothesis 2a & 2b have not been rejected as there was no statistically significant difference found in materialism level and money attitude of individuals from different income groups.
The next hypothesis 4a which investigates that males are more materialistic than females was rejected because results showed that there was insignificant difference in level of materialism among males and females (F=3.036; p-value> 0.05). Gender did not show any difference in overall materialistic tendencies. In terms of sub-dimensions of materialism it was found that the gender difference was prominent in terms of material satisfaction sub-dimension of materialism. Females were found to be more materialistic in terms of using material goods to get material satisfaction. There is existing literature that has already established that the gender difference exists, as some suggested males are more materialistic (Achenreiner, 1997; Kasser, 2005; Ryan and Dziurawiec, 2001) or females are more materialistic than males (Furnham and Okamura, 1999; O'Cass and Julian, 2001 ) but in many other studies no statistically significant difference was found between gender in terms of materialistic tendencies (Kamineni, 2005; Workman and Lee, 2011) . Hypothesis 4b which investigates that power-prestige sub-dimension of money attitude would differ across gender was tested and it was rejected as statistically insignificant difference was found among males and females in power-prestige sub-dimension of money attitude (F=1.546; p-value> 0.05). Hypothesis 4c which examines that retention time sub-dimension of money attitude would differ across gender was rejected as statistically insignificant difference was found among males and females in retention time sub-dimension of money attitude (F=.043; p-value> 0.05). Hypothesis 4d shows that distrust sub-dimension of money attitude would be significant for males was not rejected because statistically significant difference was found among males and females in distrust sub-dimension of money attitude (F=8.505; p-value= 0.004). Males scored high on distrust dimension as hypothesized in the current study (Medina et. al., 1996) . Hypothesis 4e which explores that quality sub-dimension of money attitude would differ across gender was not rejected as statistically insignificant difference was found among males and females in quality sub-dimension of money attitude (F=0.306; p-value> 0.05). Males are more influenced by quality than females Medina et. al., 1996) . Hypothesis 4f inspects that anxious subdimension of money attitude would differ across gender was rejected because statistically significant difference was found among males and females in anxiety subdimension of money attitude (F=8.505; p-value= 0.004).The mean value of males for anxiety sub-dimension was higher than that of females (Bonsu, 2008; Medina et. al., 1996) .
From post hoc analysis it was found that males were having high distrust level in situations involving money and they were also found to experience high anxiety level when dealing with money as compared to females. There was no statistically significant difference in money attitude of males and females but at the same time there was a statistically significant difference found in materialism level of both males and females. Thus hypothesis 4d and 4f are rejected but hypothesis 4a, 4b, 4c, 4e are not rejected. Table 4 gives the details of Mean, Standard Deviation and F values of materialism and money attitude in terms of age, income, car price range and gender. The mean and standard deviation values of different variables like age, income group, car price range and gender has given a precise picture of sample characteristics under study with regard to materialism and money attitude and form a basis of comparison among them.
To test the association of age group, income and gender with the price range of car purchased within last six months, chi square test is conducted. It was found that there is no statistically significant association between people from different age group with the price of car that they have purchased (Likelihood Ratio (12) = 13.606,pvalue> 0.05) and the strength of association is very week (Cramer's V = 0.168; pvalue> 0.05). The decision regarding price of the car to be purchased does not depend on age (Dargay, 2007) .The association between car price range and income level is found to be significant (Likelihood Ratio (12) = 101.607; p-value< 0.001) and the association between the two was also found to be strong (Cramer's V = 0.469; pvalue< 0.001). The income group in which one falls does affect the price range of car one decides to purchase (Dargay, 2001) . The association between gender and car price range was not statistically significant (Pearson Chi-Square (3) = 1.146' p-value> 0.05) and the strength of association is very week (Phi = 0.084; p-value> 0.05). The decision regarding the price of a product to be purchased is not affected by whether it is a male or female (Chiu et al., 2005) .
It was also found that the association between age group and car price range is statistically significant for females ; p-value= 0.015) but statistically insignificant for males . Females are more likely to negotiate for better price quotations (Ayres & Siegelman, 1995; Ayres, 1991) .
From test of association between car price range and income level for males and females, it was found that the association between them is statistically significant for females ; p-value= 0.000) as well as for males (ChiSquare=55.843; . Females are more likely to buy high price cars if their income is high (Morton et al., 2003) . Table 5 gives the detail of Chi Square test conducted on the sample. Source: Authors' own research.
To test the 5a and 5b hypotheses, multinomial logistic regression was conducted. Multinomial Logistic Regression was used to test to what extent the choice of car price range is affected by materialism and money attitude of individuals. The 5a and 5b hypotheses in the study investigate that materialism level and money attitude does affect the price range of the cars that have been purchased by individuals. The Likelihood Ratio Test for association between materialism and car price range was statistically significant ; p-value =.048). The 5a hypothesis is not rejected as the level of materialism does affect the choice of price range of the car one purchase. The association between money attitude and car price range was not found statistically significant ), thus our 5b hypothesis that money attitude does not affect the price range of the car one purchase is rejected. Materialism is significant in distinguishing the car price range category of Rs 10, 00, 001and above from two categories i.e. up to Rs 5, 00, 000 (p-value = 0.013) and 5, 00, 001 to 7, 00, 000 category of car price range (p-value = 0.020). Exp(B) in the parameter estimates suggest with each unit increase in materialism level, the probability of being in a group of respondents who purchased a car ranging less than 5, 00, 000 decreases by 52.7% as compared to the group of respondents who purchased cars ranging above 10, 00, 001. Similarly with each unit increase in materialism level, the probability of being in a group of respondents who purchased car ranging between 5, 00, 001 to 7, 00, 000 decreases by 53.5% as compare to the group of respondents who purchased cars ranging above 10, 00, 001 and each unit increase in materialism level, the probability of being in a group of respondents who purchased car ranging between 7, 00, 001 to 10, 00, 000 decreases by only 38.4% as compare to the group of respondents who purchased cars ranging above 10, 00, 001. Thus from above analysis we can say that materialism level does affect the price range of the car that one purchases. Table 6 gives the details of Multinomial Logistic Regression. The combined analysis of materialism level and one's money attitude as an individual, who has purchased car within last six months, shows that materialism and money attitude together does affect the choice of price range of car. In our sample, it was established, by looking at probability of the model chi-square (ChiSquare = 14.737, , that there was a strong relationship between the combination of independent variables (i.e. materialism and money attitude) and the dependent variable (car price range). 
Limitations and Future Research
There are not many studies that investigate the above study variables for Indian population. The study has been limited to National Capital Region (India). The subject has a wider area of interest and can be extended to other regions within India as well as other countries. The purview of research was limited to the study of relationship between the level of materialism and money for people who have purchased cars within the last six months. The analysis can be extensive and leaves room for comprehensive research on the subject matter. Further study can be carried out on various groups of samples. The research was restricted to a single consumer durable (i.e. car). The future research can be carried out investigating the effect of other consumer durable goods on consumer well-being. The judgment sampling was employed to reach the objective of the current study which also condensed its scope.This restriction can be further relaxed and new research on different criterion can be carried out. The study has focused on specific demographics. The demographic information is a resource that allows further research. The pool of respondents is representative for the younger generation. The balanced representations from different age groups would make the study more valid. The representation for income group is also skewed towards low income group.
Conclusion
This research has made important contribution in consumer research domain in terms of amplifying the investigation in the novel subject matter. The demand for cars is affected by many social, financial and cultural factors. This research addresses the motive and main component of the issues, has dealt with two vital variables of consumer behavior i.e. materialism and money attitude, and how these two variables influence the demand for cars in National Capital Region. The motive becomes apparent by studying the materialistic conduct and means and helps comprehend one's outlook towards money. Materialism scale used in the study, which has measured the significance of material goods in one's life, how people make use of material goods to establish their identity and how the use of material goods facilitates satisfaction, has provided a comprehensive gauge for money-oriented and avaricious aspect of their disposition. It was found that the level of materialism varied across purchasers of different car price range only. Significant difference was found in material individuality sub-dimension of materialism which shows that people buy high price cars to ensure distinctiveness, to show up and be noticed. As the car price range increased, the mean score of material individuality went up. This outcome has implications for car industry as people who buy cars of high range are likely to buy it with the purpose of being distinctive and to reflect their individual uniqueness. The market for cars of higher price range can benefit from such consumer behavior.
Money Attitude Scale used in the current study measures the individual's approach towards money as a mean to maintain status and purchase quality products goes positively with materialism. People who have avaricious money attitude or are ready to pay high price for better quality tend to be more materialistic. At the same time, contrary money attitudes have also been related to materialism. Money Attitude Scale also captured the contrasting money behavior as one's tendency to save more and spend less; having selfcynicism and apprehension in matters related to money. These attitudes have been studied and were found to be in conflict with increasing materialism. Such conservative money attitude can be expected from people in a developing country who have not been influenced much by western culture. Money attitude differed significantly among males and females. Males scored higher in all the sub-dimensions of Money Attitude but the difference among males and females was significant in distrust and anxiety sub-dimension. Males were found to distrust more and have higher anxiety level than females. This gives a psychological insight into their money behavior for males are more cautious while spending money which is the useful information for automobile industry and organizations in allied business activities. It was also found that materialism and money attitude are significantly positively correlated and the same finding is supported by existing research in this field (Chen et al., 2012; Troisi, 2006; Christopher et al., 2004; Watson, 2003) as money helps in fulfilling materialistic pursuits but at the same time itis not the amount of money that determines the level of materialism, as income level did not significantly affected the level of materialism.
One's attitude towards money is an important determinant of materialism. This relationship can be further explored in different contexts. It is the materialism and not the money attitude that actually affects the car purchase behavior in terms of choice of car price range. It is the degree of materialistic inclination that forms an imperative constituent for car purchase behavior. Due to availability of credit and other financing facilities, money attitude has become offhand. Income plays role in terms of choice of car price range, not age and gender. When a person has to decide about the price range of the car he should buy, income becomes the consequential element. If income of a person is high, no matter what age group he falls, he can decide to buy cars of high price. The gender would also not matter if a person earning income is high. This relationship between income and materialism can be further explored by testing the mediating effect of different money attitudes.
